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ABSTRACT 
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S411302013 
 
 
The purpose of the study examined the observed variables. There are four 
hypothesis, namely the relationship between ease of use and consumer attitudes, 
the relationship between usefulness and consumer attitudes, the relationship 
between perceived risk and consumer attitudes, and last the relationship between 
consumer attitudes and intention to buy Zalora. 
The sampling technique that used is convenience sampling method and the 
execution using questionnaire to collect the data. This method is used because the 
chosen sample must understand about the research problems. Questionnaire 
spreaded to 150 online consumers who has intention to buy Zalora at Paragon 
Mall in Surakarta. The geographical selection based on practical reasons where 
Surakarta has many online consumers. The 150 usable questionnaires were 
analyzed with SPSS. 
 In this study, Structural Equation Modeling (SEM) is used to analyze the 
hypothesis of the research. Data processed using AMOS.  
The result showed that consumer attitudes increased the intention to buy 
Zalora.  Consumer attitudes can be formed through the increase of ease of use 
from buying process, the usefulness of the website, and awarding guarantee to 
reduce the perceived of risk. Consumer attitudes mediated the causal relationship 
of ease of use, usefulness, and perceived risk to intention to buy. This provides an 
understanding for Zalora to observe an increase in ease of use, usefulness and 
improvement of services to reduce the risks in order to deliver a positive attitudes 
toward consumers that will lead to an interest in buying. 
 
 
Keywords :Ease of Use, Usefullness, Perceived Risk, Consumer Attitude, Intetion 
to Buy 
 
 
 
 
 
 
 
 
 
 
 
 
iii 
 
ABSTRAK 
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S411302013 
 
 
Tujuan dari penelitian ini untuk meneliti variabel yang diamati. Ada empat 
hipotesis, yaitu hubungan antara kemudahan penggunaan dan sikap konsumen, 
hubungan antara manfaat dan sikap konsumen, hubungan antara persepsi risiko 
dan sikap konsumen, dan terakhir hubungan antara sikap konsumen dan niat untuk 
membeli ZALORA. 
Teknik pengambilan sampel yang digunakan adalah metode convenience 
sampling dan dieksekusi menggunakan kuesioner untuk mengumpulkan data. 
Metode ini digunakan karena sampel yang dipilih harus memahami tentang 
masalah penelitian. Kuesioner disebar ke 150 konsumen online yang memiliki 
niat untuk membeli ZALORA di Paragon Mall di Surakarta. Pemilihan geografis 
berdasarkan alasan praktis di mana Surakarta memiliki banyak konsumen online. 
150 kuesioner yang dapat digunakan dianalisis dengan SPSS. 
Dalam penelitian ini, Structural Equation Modeling (SEM) digunakan 
untuk menganalisis hipotesis penelitian. Data diolah dengan menggunakan 
AMOS. 
Hasil penelitian menunjukkan bahwa sikap konsumen meningkatkan niat 
untuk membeli ZALORA. Sikap konsumen dapat dibentuk melalui peningkatan 
kemudahan penggunaan dari proses pembelian, kegunaan website, dan pemberian 
jaminan untuk mengurangi risiko. Sikap konsumen dimediasi hubungan kausal 
dari kemudahan penggunaan, manfaat, dan risiko yang dirasakan pada niat untuk 
membeli. Ini memberikan pemahaman bagi ZALORA untuk mengamati 
peningkatan kemudahan penggunaan, manfaat dan peningkatan layanan untuk 
mengurangi risiko dalam rangka untuk memberikan sikap positif terhadap 
konsumen yang akan mengarah pada minat beli. 
 
 
Kata kunci: Kemudahan penggunaan, Manfaat, Persepsi Risiko, Sikap Konsumen, 
Niat Beli. 
 
 
 
 
iv 
 
 
 
 
 
 
v 
 
 
 
 
 
vi 
 
DECLARATION 
 
Name   : Haryo BismoPutro 
NIM   : S411302013 
Program  : Magister Management 
Concentration  : Marketing 
 
The thesis with tittle “FACTORS AFFECTING PURCHASE INTENTION 
OF ONLINE SHOPPING IN ZALORA INDONESIA” is a presentation of my 
online shopping experience. This research is the truth of my own work. The things 
were not my research in this thesis is marked and shown in the bibliography. 
Wherever contributions of others are involved, every effort is made to indicate 
this clearly, with due reference to the literature, and acknowledgement of 
collaborative research and discussions. 
 
 
Surakarta, 05 December 2014 
 
 
       Haryo Bismo Putro 
 
 
 
 
vii 
 
 
 
 
 
 
 
 
 
 
I dedicated this thesis to my parents who always support me  
morally and financially.  
every hardworks are counted  
 
  
viii 
 
PREFACE 
 
Greatest thanks to, 
1. Prof. Dr. Ir. Ahmad Yunus, MS., As a Director of the UNS Post Graduate 
Program 
2. Dr. Wisnu Untoro, M. S as a Dean Faculty of Economics and Bussiness UNS 
3. Dr. Budhi Haryanto, M.M as an Advisor 
4. All Lecturer of the UNS Magister Management Program 
5. All Staffs and Employee of MM UNS 
6. All Classmates in Batch 40 
 
 
 
 
 
Surakarta, 05 December 2014 
 
 
Haryo Bismo Putro 
  
ix 
 
TABLE OF CONTENT 
 
TITTLE PAGE .................................................................................................     i 
ABSTRACT .....................................................................................................    ii 
ABSTRACT .....................................................................................................   iii 
ACKNOWLEDGED PAGE  ...........................................................................   iv 
APPROVAL PAGE .........................................................................................    v 
DECLARATION PAGE ..................................................................................   vi 
DEDICATION .................................................................................................  vii 
PREFACE ........................................................................................................ viii 
TABLE OF CONTENT ...................................................................................   ix 
FIGURE LIST ..................................................................................................   xi 
TABLE LIST ...................................................................................................  xii 
CHAPTER I INTRODUCTION  
1.1. Background Issues .................................................................. 1 
1.2. Problem Formulation .............................................................. 5 
1.3. Research Purpose .................................................................... 6 
1.4. Benefit of the Research ........................................................... 7 
1.5. Research Justification ............................................................. 8 
CHAPTER II THEORITICAL BACKGROUND & HYPOTHESIS 
2.1. Study Position ....................................................................... 10 
2.2. Discussion of Observed Variabel and Hypothesis Formul ... 11 
2.2.1. Consumer Attitude toward Zalora .............................. 11 
2.2.2. Ease of use .................................................................. 13 
2.2.3. Usefullness.................................................................. 15 
2.2.4. Perceived Risk ............................................................ 16 
2.2.5. Intention to BuyZalora................................................ 18 
2.3. Theoritical Model .................................................................. 19 
CHAPTER III RESEARCH METHOD 
3.1. Study Scoup ............................................................................ 21 
3.2. Sampling and Data Collection Method .................................. 22 
3.3. Operational Definition and Research Instrumental Measurement
 ................................................................................................ 22 
3.3.1. Ease of Use ................................................................... 22 
3.3.2. Usefulness ..................................................................... 23 
3.3.3. Perceived Risk .............................................................. 23 
3.3.4. Intention to Buy ............................................................ 24 
3.3.5. Consumer Attitude ........................................................ 24 
3.4. Analysis Method ..................................................................... 25 
3.4.1. Descriptive Analysis .................................................... 25 
3.4.2. Statistical Analysis ....................................................... 25 
3.4.3. Logistic Regression Analysys ...................................... 26 
CHAPTER IV DATA ANALYSIS AND DISCUSSIONS 
4.1. Descripvite Analysis ............................................................... 32 
4.2. Research Instrument Analysis ................................................. 34 
4.2.1. Validity Test ................................................................. 34 
x 
 
4.2.2. Reliability Test ............................................................. 35 
4.3. Structural Equation Model (SEM) Analysis ........................... 36 
4.3.1. The Sample Adequacy .................................................. 36 
4.3.2. Normality Test .............................................................. 37 
4.3.3. Outliers ......................................................................... 39 
4.3.4. Goodness of Fit Analysys ............................................. 40 
4.3.5. Modification Model ...................................................... 42 
4.4. Mediation Analysis ................................................................. 45 
4.5. Hypothesis Analysis ................................................................ 49 
4.6. Discussions of the Result ........................................................ 50 
4.7. Alternative Model ................................................................... 55 
CHAPTER V CONCLUSSIONS AND IMPLICATIONS 
5.1. Conclussions ........................................................................... 57 
5.2. Implications ............................................................................. 58 
5.2. Research Limitation ................................................................ 59 
APPENDIX 
BIBLIOGRAPHY 
 
 
  
xi 
 
FIGURE LIST 
 
 
Figure 1.1. Theoritical Framework .................................................................. 18 
Figure 4.1. Fully Mediated Model ................................................................... 44 
Figure 4.2. Partial Mediated Model ................................................................. 46 
Figure 4.3. Direct Effect-Only Mediated Model .............................................. 55 
 
 
  
xii 
 
TABLE LIST 
 
 
Table II.1. Study Position  ............................................................................... 11 
Table III.1. Goodness of Fit Index Table ......................................................... 29 
Table IV.1. Sample Distribution ...................................................................... 31 
Table IV.2. Validity Test Result ...................................................................... 32 
Table IV.3. Reliability Test Result .................................................................. 33 
Table IV.4. Normality Test Result ................................................................... 36 
Table IV.5. Outliers Test Result ...................................................................... 37 
Table IV.6. Goodness of Fit Measurement Result ........................................... 39 
Table IV.7. Goodness of Fit Measurement Result after Modifying ................ 40 
Table IV.8. Structural Equation Analysys ....................................................... 45 
Table IV.9. Regression Weight Toward Consumer Attitudes ......................... 47 
 
  
